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Supplementary notes
 John Lewis launched its CRM-based ‘my John Lewis’ programme, with the aim of creating a seamless customer experience across online and offline channels and gaining a deeper understanding of customers’ preferences. Head of customer marketing Chris Bates explains that in exchange for customers sharing who they are, what they buy and what they might like to buy, the retailer provides a more personalised service in the form of relevant and access to exclusive events and rewards.
Slide 1                                                                                                                                In recent years retailers such as John Lewis have been squeezed out of the market by online competitors, excess of retail space, increasing rental and staff cost together with the long-term effects of discounting and reduced footfall, has seen high street stores struggling, which has lead to many closures, profit warnings and insolvency
Slide 2
 John Lewis had found itself to be pigeon hold only for special occasions such as Christmas or big purchases such as a new sofa. His aim was to convince people to shop at the store more frequently and remove the preconceptions towards the brand image, however john Lewis decided to go for a different approach to most big stores, instead of a points reward system they offer customer experiences such as free tea and cake, invites to events and exclusive access to its sales. 


Slide 3
The CRM content delivered to John Lewis covers everything from personalised emails, informing customers about certain products and services they believe this will inspire customers based on what information they know about their spending habits, to exclusive and experiential events such as the recent 150th anniversary exhibition and vouchers to reward and enhance the in-store shopping experience. My customer (2019) 
Slide 4
Proximity London is an award-winning customer experience agency that brings brands and people closer together through authentic human experiences. The drum (2019)
And it is clearly working for John Lewis as it is now significantly ahead of their forecast in terms of customer registrations for the initiative, as well as exceeding its target for incremental sales and visits to stores driven by membership of my John Lewis. This is proof that the investment in CRM has worked well for John Lewis. Marketing week (2019)


Slide 5                                                                                                                             The free tea and cake has a 40% redemption rate among card holders, which has lead to more and more shoppers simply visiting the stores with no set purchase in mind. John Lewis believes the research they have done in their reward system will bring the consumers closer to the brand and build positive emotion by associating it with progressively deeper and more meaningful benefits. This reward scheme alone has bought in 1.5 million extra shopping trips by loyalty scheme members and is reflected in the strong financial results
 Research undertaken by David Buckingham CEO 28/02/ 2018 loyalty still matters to consumers. They found that 85% of shoppers are more likely to shop with a brand if it offers a loyalty scheme. While this might not be surprising, what was surprising is that a further 27% of shoppers said they would actually avoid a retailer that didn’t have one. (Ecrebo2019)
Slide 6
The loyalty ladder
John Lewis is already an established business its products and features already have an audience that understands what it does. By gradually branding your way into the customer’s heart, you establish a sense of trust, connection and loyalty with consumers.

The benefits of loyal customers
· They are likely to give free word-of-mouth advertising.
· Customer loyalty is consistent with a positive attitude towards the organisation (Jain, Prinson, & Malhotra, 1987).
·  Your organisation becomes tougher to compete with. You’re also more likely to be able to expand your market, extending that powerful brand to new products and services
Benefits to the Customer
· If a customer has a long-term relationship with a business, it minimise the risk, abridge the choice, and provides optimal satisfaction to the customer (Gremler & Brown, 1996). 
· Long term customers encourages the service providers to become more interested in their satisfaction which may lead to “Special benefits” from the service provider, such as providing a faster service (Gwinner & Bitner, 1998).
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